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Tourism Marketing Intelligence



TMI in Brief

TMI is a British company specialised in Travel marketing &RRd
in Russia since 2000, we provide the following services:

" A PR & Communications A
A Marketing and Sales representation
A Strategy Development and research
A Event Management

g J

for Luxury hotels, National Tourism Boards, Convention Bureaus,
DMCsCruisesfashionretail outletsandDMCs

Sinceopeningour Moscowoffice in 2000 we haveevolvedinto one
of the leadingTravelcommunicationcompaniesn Russia

www.tmiconsultancy.com TMI Consultancy
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MICE Expertise

TMI marketed the newly formed BTAA(the first Businesgravel
agentsAssociationn 2004 now calledABTA

A Annuallybring hostedbuyersto key MICEeventssuchasEIBTM

Oneof the first marketingcompaniedo specificallytarget the MICE
market by successfully positioning Jordan as an Incentive
destination2004-2010

TMIrepresentsKaravartravel, a leadingTurkishoperators,working
specificallywith the developmentof the MICEsector

Market researchon MICEsectorcommissionedby Visit Swedenin
2009 to carry out a tailor-made MICE researchof the Russian
market

TMI is regularlyrequestedto speakat specialistMICEof business
travel eventssuchasthe EuraAsianForum(StPetersburg)and the
MICEForumin Moscow

TMI Consultancy



e Russia at a Glance
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Cities with overl million
A Moscow 10.6min
A St.Petersburg 4.6min
A Novosibirsk 1.4MIN  fos w w5
A Ekaterinburg 1.3min [t Lo

KAZAKHSTAN

=== Main railway

== Main road N. KOREA
— International boundary ~
A wain zirport

& Capital

A Nizhny Novgorod 1.3min
A Kazan 1.1min
A Samara 1.1min
A Omsk 1.1min
A Chelyabinsk 1.1min
A Rostovon-Don 1.0min
A Ufa 1.0mIn
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Economic Outlook
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Market Profile: Russia

5th largest outbound travel market in Europe, expected to be
the 3rd by 2015

143 Million population but the majority are concentrated in
European part (65%).

Wealth is concentrated in a few urbarcentres, (1 million
cities): Moscow, St Petersburg, Kazan, Samara,
Yekaterinburg, Novosibirsk - easy to target due to
Increasingly centralised and consolidated structure of TO,
making everything very concentratedn Moscow.

5th highest global spenders (UNWTO stats)Total travel
spend of USD 43 billion in 2012 , a 32% increase on 2011
stats

TMI Consultancy



Seasonality and Key Holidays

Summer and other peak Holidays periods are:

A June:

A July & August:
A Sept:

A January 1st-10th
A May 1st-10th

City Break Holidays:
A Feb 23

A March 8t

A June 12th

A November 4th

A Nov & March

5%
45%
19%
New Year & Orthodox Christmas break

Labor Day May 1s-2nd & Victory Day - May
9th

Defender of the Motherland Day
International Wo meno6s Day
Constitution Day

Unity Day

School term break for families with school
aged Children

TMI Consultancy



Increasing Importance
of Online Booking

\ The Russian online market is only 15% of the total
outbound travel market accounted for $10 billion in
2011 and grows by a average rate of 25% per year

\ Online travel agents grows with internet penetration.
50 million people in Russia use the Internet on a
daily basis, (43% of the population over 18) But the
Russian travel market has a very high % of
Packaged holiday sales which affects the online
product sale.




Travel Motivation,
Frequency & Spend

Reasons to travel:

A 31% Beach holiday

A 29% Sightseeing

A 27% Wellness

A 20% Activity Holiday
Frequency:

A 60% Once a year but 9% go 3 times or more
A 50% travel for 10-14 days

A 23% travel for less than10 days
A 4% can take 1 full month
Spend:

A 48% spend 800-2,500 Euro per trip (73% from Moscow &
St.Petersburg)

A 9% spend more than 2,500 per trip (mainly Moscow & St
Petersburg)

TMI Consultancy



Top 10 Destination for 2012

2012
rank Country 2011 2012 difference as
2012 % to 2011

4 416 283

3 260 138

1659611

1678 374

1 325 452

684 428

785 866

755 926

710 304

734 210

5118 780

3334 727 2

2246440 35

1 825 923 9

1 385 363 5

1014 622 48
990 637 26
910 511 20
834 355 17
794 323 3
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Tourism up-date - 1Q 2013

Russian market grew 15% in Jan i Mar 2013

3.3 million people travelled for purely leisure
purposes in 1Q of 2013

Leisure traffic up 19% compare to the same period
of the last year

Total no. of visits abroad 9.5 million in 1Q of 2013
(47.8 million in 2012)

o Do o o
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Top 10 Destination for 1Q 2013

Rank Country 1Q 2012 1Q 2013 %
1 Egypt 404 838 575 312 +42
2 Thailand 337 315 379 825 +13
3 Finland 181 799 259 089 +43
4 China 268 421 227 627 -15
5 UAE 164 898 218 092 +32
6 Germany 190 267 202 939 +7
7 Italy 128 274 150 038 +17
8 Turkey 92 200 106 718 +16
9 Czech Republic 93 237 101 933 +9
10 Spain 80132 101 766 +27

TMI Consultancy



Russian Traveller Profile

Younger than European average, require flexibility & fun
Extravagant spenders and Expect 24 hours service

Glamour & Style Addicts: Designer Hotels & Designer
Hotels & Designer clothes

Brand oriented: but discerning (value niche brands)
Love Sushi and Sea food
Entertainment means Drinking, Eating & Music

Hedonistic |1 festyle and No
travelers

Russians love the Seaside and warm weather as well
as chic urban destinations

TMI Consultancy
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mi Russian Consumer Segments

A Culture Vultures
A Explorers

A Empty Nesters

A Families

A High Flyers (VIPs)
A MICE market

TMI Consultancy



The Russian Outbound MICE Market

TMI Consultancy



O Make up of Russian MICE Market

1l

A The Russian MICE market is still developing
A had 30% annual growth until 2008, now around 10%

A This segment has turned out to be more vulnerable and
sensitive since the global economic crisis and since Russic
much slower growth rates than previously, around 3.5%

Russia has 3 categories of MICE companies:
International Corporate travel agencieeg AMEX
Large tour operators with specialist MICE departments
Emerging incentive houses

W N T

New players (emerging): Event agencies

Moscow is the business capital so most requests are
coordinated by Moscow

TMI Consultancy
ltancy 17



Russian MICE Market

Breakdown of Corporate Travel Products by Russian Clie

Individual Incentives
Business 14%
Meetings
20%
Trainings /
Seminars
Exhibitions / 21%
Congresses
14%
Meetings
(Sales/Regional
Dealers
Conferences)
31%

TMI Consultancy
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Moscow MICE Market

Large groups

Distributors / regional dealers,
middle management

Smaller budget / person

Choose mass market destinations

(visa free / visa upon arrival, with
charter flights and all inc. hotels)

Request less sophisticated
programmes

Small groups

Top managers, directors,
business owners, VIP clients

More generous budgets/
person

Destination choice almost
unlimited ¢ prefer European &
long haul destinations

Require higher level of hotels
& more sophisticated
programmes

TMI Consultancy
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O Key Factors for Destination Choice

Moscow Market
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Moscow MICE Market

Key Stages of MICE Development By Destination

wvVisa free countriese.g. Turkey, Egypt

Secondc wmore exclusive resort destinations with easy visa acdasspe
generation (Croatia, Montenegro, Greece, Cyprus, Spain), Middle East (Dubai,
Jordan) & North Africa (Morocco, Tunisia)

European wsmaller groups to well promoted destinatioresg. London, Paris, Vienna,
capitals Prague, Budapest

: wlong haul, sophisticated & exclusig&outhEast Asia (Thailand, Singapore,
Exotic : . . . . . . .
destinations Malaysia, Indonesia) & Latin America (Mexico, Argentine, Chile, Brazil, Cuba,

Dominican Republic)

wRussian & CIS, especially for meetings or wild incertiMescow
region, St. Petersburg, Sochi, Armenia, Uzbekistan

d?élclzlot\?etr)e?d wlittle known and promoted destinations, e.geland, Iceland & Scotland

TMI Consultancy
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TMI Event Management Experience

A TMI although a principally is a Travel Marketing &
communicationcompany,we also specializein event
management

A Event management expertise includes an annual
workshop and salesmissionfor SLHHilton Hotels,

A DestinationRoadshowsuch as : Indidrenting
Flanders, Ajman, Malaysia, Bhutan, Nepal

A Corporate breakfasts for Conventions bureaus eg
Barcelonagcollaborationwith a 3/ party.

A B2B Luxury& MICEworkshopin Almatyand Baku

www.tmiconsultancy.com TMI Consultancy



Event Management Inside Russia
&
Case Studies

TMI Consultancy
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Characteristics of Events Managed

Eventsize 50to 300, averagesize: 80to 150persons

City of organisation mainly Moscow,Almaty & Baku,but also
St Petersburg Kiev& regionalcities of Russig(SamaraKazan,
NovosibiriskYekaterinburgetc).

Industry specialisation tourism, media, education and
investmentevents,corporatesector

Eventtype: workshopsincludingprescheduledneetings,event
eventswith educationalcomponenté& live program, business
breakfastsproductlaunches)nvestmentforums

TMI Consultancy



Global Meetings industry Challenges

Accordingo the AmericanExpres2013Meeting Forecast

A Ashift from largeglobalmeetingsto more local,smallermeetings
held closerto home.

A BudgetchallengesWa S S (imugft iz fa0 of the overallbusiness
strategyof a company,n order for companiedo find a budgetfor
this activity.

CombiningMeetingswith Incentives

Safetyand securityissuesgspeciallyfor the USmarket

Virtual capabilitiesrequirements

More requestsfor Greenmeetings,Meetingswhich support key
charities,in shortlessopulenceand

obviousconsumerism

> v > D
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Key Challenges for Meetings in Russia

A Attendance fatigue which requiresinnovative programsin
centrallocationsin more creativevenues

A Venuesldentification : Moscowhotelsare full & rarely pay
commissionto event organisersnon hotel venuesare few
and often not professional or very expensive Hotel
contracts are complex and bureaucratic, especially in
Russiamegions

A Multiple events taking place at the same time, requires
coordinationwith other marketingand eventcompanies

A Inability of client to understandthe Russiammarket and it
requirementsandinsufficientbudgetto makeanimpact

Ao
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TMI Innovations & Success Stories

Dealingwith Attendee Fatigue

AUse of Amiando www.amiandacom, a free online
applicationfor participantsto confirm event participation
Createyour own micro website specificallyfor the event,
Amiandois usefulfor updatingclient details,trackingtotal
no of participants& payments

ATMI % update innovation, this is provided to the client
every 2 or 3 day and is total no. and % of expected
participantsreceivedto date".

AUsing social media to start the conversationabout the
eventin advanceandinform online media

TMI Consultancy


http://www.amiando.com/
http://www.amiando.com/
http://www.amiando.com/
http://www.amiando.com/
http://www.amiando.com/

TMI Success Stories

2. Venueschallenge overpricedand not reliable
or professional

UseEmbassiesnd cultural centresasvenues&
commissiorcateringdirectly

Replace events with actual visits more cost
effective, especiallyfor media event, like media
visitsinstead

[Signingand payment of contracts is complex
especiallyif payment comes from outside of
Russia
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Differentiating from the competition

A Communicate informally with other
marketing agents, to avoid duplicate
datesfor activities,especiallyaround key
travel exhibitions

A Offering unique services,such as Match
makingappointmentsbasedon research
from participants, not expectingpeople
to make selectionsbased on company
descriptiongpostedon the internet.

A Creating solid local partnerships, with
highlevelcontactsand knowledge
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B2B Luxury & MICE Workshop
Almaty and Baku

AAnnual workshop for Luxury and MICE travel companies with
prescheduled 12 to 15 meetings per day

AMllows participants to cover 2 wealthy, income niche markets (oil rich)
APrescheduled appoints based on research of local agents

Anvested in a match making system that can be used to set up sales call:
as appointments for participants.

ASponsorship packages for companies wanting to give presentapns
Singapore airport.

ADeveloped face book site for participants
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Tourism Marketing Intelligence

Contact us:
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Helene Lloyd, ElenaPechalova KseniaKirichenkq
Managing PR Department Operations, Sales & Marketing
Director Director Department Director

HL@tmiconsultancy.com LP@tmiconsultancy.com KK@tmiconsultancy.com

Moscow Representative Office:
Tet +7 495 787 2753

www.tmiconsultancy.com The Intelligent Choice for Your
Marketing & PR in Russia
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